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ABSTRACT 
The sanitary napkin market is very competitive in Hong Kong, with many 
brands available. In this research, two of the leading brands of sanitary napkins, 
namely Procter & Gamble's Whisper and Kao's Nice Day, are studied. Both of these 
two brands provide similar product models to consumers, such as pantiliner, tube, 
wing, extra-thin and night. It is of crucial importance for marketers to understand 
how consumers evaluate the product and their brands. The current study applies the 
ideal-point model to see what the ideal brand looks like and how far these brands are 
from the ideal. 
The target group of this study is the entry users of sanitary napkins. They are 
of strategic importance to the marketer because the entry users who have a positive 
attitude toward the brand may eventually turn into loyal users of the brand in the 
future. Besides, the attitudes toward the brand held by the entry users may not be 
very strong, and therefore, it is still feasible for the marketer to change any 
unfavorable attitudes held. 
Three hundred and seven self-administered questionnaires are successfully 
completed. Attitude measurement is based on twelve product attributes, which are 
identified through in-depth interviews, exploratory research and a pretest. The 
majority of respondents (255 out of 307) do not have significantly different attitudes 
toward Whisper and Nice Day. For the 52 respondents who do have a significant 
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difference in attitudes toward these two brands, 45 of them perceive Whisper to be 
significantly more favorable than Nice Day, and the remaining 7 respondents perceive 
Nice Day to be significantly more favorable than Whisper. Among all respondents, 
except for the relatively unimportant attributes of fragrance and price，the beliefs 
about Whisper on all other attributes are closer to the ideal points. 
Significant relationships are found between difference in attitudes toward 
Whisper and Nice Day and usage of Whisper, as well as usage of Nice Day. 
Respondents who have a more favorable attitude toward a brand are more likely to 
have used that brand during their most recent menstrual periods. 
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There is keen competition in the sanitary napkin market. In Hong Kong, 
many brands of sanitary napkins are available. Two of the leading brands are Procter 
& Gamble's Whisper and Kao's Nice Day. Both of them provide different models 
of sanitary napkins, such as pantiliner, tube, wing, extra-thin and night, to serve 
different needs of consumers. Do consumers have different attitudes toward Whisper 
and Nice Day? What product attributes are salient to consumers? What are 
.consumers' perceptions of the performance of Whisper and Nice Day on these salient 
product attributes? What is the ideal sanitary napkin? Is there any relationship 
between attitude and brand usage in the sanitary napkin market? The current study 
addresses these issues. K is hoped that both Whisper and Nice Day will benefit from 
the findings of this research. 
Objectives 
This project aims to meet the following research objectives: 
1. To identify the product attributes which are important to consumers in their 
evaluation of sanitary napkins. 
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2. To measure the relative importance of the product attributes identified. 
3. To evaluate the entry users，beliefs about Whisper and Nice Day with respect 
to the product attributes identified. 
4. To evaluate the entry users，attitudes toward Whisper and Nice Day using the 
ideal-point model, i.e., to see how far these brands are from the ideal. 
5. To study the relationship between attitude and brand usage. 
In this research, Whisper and Nice Day are studied. The ideal sanitary napkin 
is also identified. This information is used to develop strategic recommendations for 
these two particular brands. A survey using self-administered questionnaires is 
conducted; respondents are entry users who are Form 4 to Form 7 secondary 
schoolgirls with experience in using sanitary napkins. 
Overview of Sanitary Napkin Market 
Sanitary napkins and tampons are two major feminine hygiene products. In 
Hong Kong, tampons are less popular than sanitary napkins, especially among the 
younger segment. This may be due to cultural reasons and the threat of toxic shock 
syndrome. 
•、 The first disposable sanitary napkin was invented in 1921 [6]. In the early 
days, sanitary napkins were fixed in women's lingerie by cloth strips. Later, 
眷 
adhesive strips were invented to replace the cloth strips. Sanitary napkin 
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manufacturers continuously improve their products through research and development. 
For instance, Johnson & Johnson launched a new product line called Ultra Plus in 
September 1991 in the U.S.A. which is designed to fit into a woman's undergarment, 
is secured in place by attachment wings, and has horizontal adhesive strips, as 
opposed to the traditional vertical ones [7]. 
Previous studies on sanitary napkins are not available in Hong Kong. 
However, according to some U.S. studies on this product category, brand loyalty is 
low and price considerations are high in purchase decisions [12,13]. Yet companies 
still spend millions of dollars on advertising and promotion [16]. 
In this research, Procter and Gamble's Whisper and Kao's Nice Day are 
studied. These two brands offer similar models, i.e., pantiliner, tube, wing, extra-
thin, night, etc. Attitudes toward these brands, which are so similar to each other, 
are investigated to test for significant differences. 
Ideally, it would be interesting to study the relationship between attitude and 
brand loyalty. However, it is very difficult to measure brand loyalty. Therefore, this 
project investigates the relationship between attitude and brand usage during the most 





What Are Attitudes? 
Attitudes are "mental states used by individuals to structure the way they 
perceive their environment and guide the way they respond to it" [1]. They are used 
to represent "a person's ideas, convictions, or liking with regard to a specific object 
or idea" [3]. Others simply view attitude as an overall evaluation [5]. 
According to one popular definition, an attitude is "a learned predisposition 
to represent in a consistently favorable or unfavorable manner with respect to a given 
object" [15]. The object can be any consumer- or marketing-related concept, such 
as product category, brand, service, or advertisement. 
Besides, attitudes can be formed from direct experience with the product, 
information acquired from other people, and/or exposure to mass media. However, 
attitudes based on direct experience are usually held with more confidence [5]. 
Attitudes are dynamic. Many attitudes will change over time due to changes 
in ^Jnsumers, lifestyles [5]. Consumer attitudes vary from situation to situation [15]. 
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Although attitudes do change, they are relatively consistent with the behavior that 
they reflect [15]. 
I . . . ^ 
Methods of Measuring Attitudes 
There are many ways to measure attitudes, including observation of overt 
behavior, indirect techniques, performance of "objective" tasks, and physiological 
reactions [3]. The observation approach assumes that an individual's behavior is 
conditioned by his or her attitudes, and researchers use the observed behavior to infer 
the individual's attitudes. Indirect techniques assess attitudes using some unstructured 
stimuli, such as word association tests, sentence completion tests, and storytelling. 
Similar to the observation approach, performance of an "objective" task assumes that 
the person's performance of objective tasks will depend on his or her attitude. The 
person will be asked to memorize a number of facts. Then the researcher would 
attempt to determine what facts the person assimilated, as it is assumed that the 
person would be more likely to remember those arguments which are most consistent 
with his or her own position. Under the physiological approach, attitudes are 
measured using electrical or mechanical means under controlled introduction of 
stimuli. 
The use of self-report attitude scales is by far the most common approach of 
attitude measurement [3]. Three major types of scales are used in consumer research: 
simple dichotomous scales, Likert scales, and semantic differential scales [11]. The 
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simpler types of scales ask dichotomous questions, such as "In your opinion, are Sony 
radios well constructed or poorly constructed ？" Likert scales measure the intensity 
of opinion as well as favor or disfavor. The person's response is indicated on a scale 
with five or more equal-appearing intervals, such as strongly agree, agree, neutral, 
disagree, and strongly disagree. The semantic differential scale consists of pairs of 
antonyms (adjectives or phrases) with cues equally spaced between the two extremes. 
The bipolar nature of the scale enables researchers to find out the attraction to, or 
repulsion from, an object. Respondents are asked to rate each concept on each 
dimension on a seven-point scale reflecting intensity of feeling. The results produce 
a profile of the concept that reflects its image, i.e., the meaning or the attitudes held 
toward iti 
Other examples of self-report attitude scales include equal-appearing intervals 
and the stapel scale [3]. The general procedure for constructing a scale using equal-
appearing intervals is to generate a large number of statements about the object of 
interest. Judges are asked to evaluate the statement on its own merits. The 
statements are categorized into different piles with varying degrees of favorableness. 
Then a scale value is determined for each statement by the frequency with which the 
statement is placed in each of the piles. The stapel scale is a modification of the 
semantic differential scale. However, adjectives or descriptive phrases are tested 
separately, and points on the scale are identified by numbers. 
There are other methods of attitude measurement, such as the constant-sum 
scaieT the rank-order method, and the paired-comparison method [9]. The constant-
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sum scale requires the respondent to divide a constant sum, generally 10 or 100, 
among two or more stimuli. The rank-order method is used to generate a comparison 
of brands or products. The individual is presented with a list of brands. He or she 
is asked to rank them into best-liked, second-best liked’ and so on, to least liked. The 
paired-comparison method generally instructs the respondents to consider n stimuli 
and report a preference according to some dimensions. Each respondent compares 
all possible pairs of n stimuli and the psychological distance between two stimuli is 
calculated. 
Another common approach of attitude measurement is the use of multiattribute 
models. The Fishbein model is perhaps the most well-known multiattribute model. 





A0 = attitude toward the object 
h 二 the strength of the belief that the object has attribute i 
e. = the evaluation of attribute i 
n = the number of salient attributes 
Under the Fishbein model, the attitude toward a given object is calculated by 
the sum of the beliefs about the object's attributes weighted by the evaluation of these 
attributes. 
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Ab = the consumer's attitude toward a particular brand b 
Wj = the importance the consumer attaches to attribute i 
Ii = the consumer's ideal performance on attribute i 
Xib = the consumer's belief about brand b，s performance on attribute i 
n = the number of attributes considered 
This model is known as the ideal-point model [5]. The individual's attitude 
toward a particular brand is calculated by the sum of how much the brand's 
performance on each attribute deviates from the ideal performance times the 
importance of that attribute. The authors suggest that an attitude score is a relative 
measure, so in order to determine whether the score reflects a favorable or 
unfavorable attitude, we must compare the score with the attitude scores of the 
competing brands. The ideal-point model is particularly suitable for measuring 
attitudes whenever the ideal level of performance is not at an assumed extreme [8]. 
Take one of the product features of sanitary fragrance, as an example. For 
the continuum of fragrance ranging from no fragrance to strong fragrance, it is 
difficult to tell where the ideal point is. This is because some consumers prefer no 




According to the studies conducted by Achenbaum, there is a positive 
relationship between attitude and behavior. The same consumers are interviewed in 
three different time periods regarding their attitudes toward consumption of nineteen 
brands in seven product categories. The result is that "there is a very direct 
relationship between attitudes and usage behavior ... the more favorable the attitude, 
the higher the incidence of usage; the less favorable the attitude, the lower the 
incidence of usage" [2]. 
However, many early studies do not find strong correlations between attitude 
and behavior [11]. For example, Wicker concludes that "attitudes will be unrelated 
or only slightly related to overt behavior" [17]. 
Other researchers suggest when attitudes will predict behavior [4]. Attitudes 
are likely to predict behavior only under conditions of high involvement [10]. Other 
relevant factors include specificity of attitudes [14], effects of other people, and 
situational factors [10]. 
Marketing Implications of Studying Attitudes 
The multiattribute attitude models can be used for purposes of market 
segmentation and product development [5,8]. Benefit segmentation can be done by 
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grouping consumers with similar attribute importance ratings into segments so that 
within the same segment, consumers are looking for the same benefit(s). From the 
ideal-point model, marketers can get an indication of the ideal level of performance 
of each product attribute. This provides information for improvement of existing 
products, as well as the development of new products. 
The marketer's concern is to reinforce favorable attitudes held by consumers 
and to alter any unfavorable attitudes. The multiattribute models provide the 
marketer with important implications for attitude change strategies. Common 
strategies for implementing attitude change based on the Fishbein model include (1) 
changing the relative evaluation of attributes, (2) changing brand beliefs, (3) adding 
new salient attributes, and (4) changing the overall brand rating [15]. For the ideal-
point model, another strategy for attitude change is changing the beliefs about the 






The target group for this study is the entry users of sanitary napkins. Firstly, 
they are of strategic importance to the marketer. The entry users who have a positive 
attitude toward the brand may eventually turn into loyal users of the brand in the 
future. Besides, the attitudes toward the brand held by the entry users may not be 
,very strong. Therefore, it is still feasible for the marketer to change any unfavorable 
attitudes held. 
This study focuses on senior secondary schoolgirls, i.e., Form 4 to Form 7 
schoolgirls. Senior students are preferred over junior ones. Since most of them have 
at least one to two years of menstrual experience, they have better ideas about 
sanitary napkins. Besides, older schoolgirls are less likely to be embarrassed by the 
questionnaire. 
In this study, Form 4 to Form 7 schoolgirls who have experience using 
sanitary napkins, and have heard of or used any model of Whisper and Nice Day, are 
asked to complete the questionnaires. 
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Sample Size 
The method of sample size determination is given in Appendix 1. The total 
sample size is 267. This is the largest sample size required which involves sample 
proportion estimation at 95 percent confidence level with error not greater than six 
percentage points. The actual number of successfully completed questionnaires 
received is 307. 
Selection of Attributes 
Preliminary Stage 
The relevant attributes of sanitary napkins are identified through in-depth 
interviews with five female MBA classmates of the researcher. The interviews are 
rather informal and are conducted on a one-to-one basis, lasting about ten minutes 
each. Respondents are prompted to express their views on sanitary napkins. Then 
the attributes which they have mentioned during the interviews are summarized. In 
the preliminary stage, twenty attributes of sanitary napkins are generated, and are 
given in Appendix 2. 
However, some of these attributes are redundant. These twenty attributes are 
then modified to a list of fourteen attributes, given in Appendix 3. 
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Exploratory Research 
In order to reduce the personal bias incurred during the preliminary stage, 
exploratory research is also conducted. The purposes of the exploratory research are: 
1. To ensure that no salient attribute of sanitary napkins has been 
overlooked. 
2. To eliminate any irrelevant attributes. 
The exploratory research is basically conducted through the use of an open-
ended questionnaire. Twenty respondents are asked to relate the top-of-mind 
attributes of sanitary napkins, in order of importance. They can write down as many 
attributes as they wish. For the sake of expediency, a convenience sample (i.e., 
researcher's hall-mates) is used. 
None of the twenty respondents mention instructions on how to use sanitary 
napkins, materials of the pad (environmentally friendly or not), or availability of 
different models of the brand in retail outlets in this exploratory phase of research. 
Therefore, these three attributes are eliminated from the list. On the other hand, two 
respondents mention word-of-mouth (recommendations offamily members andfriends) 
as being very important. This attribute is therefore added to the list. As a result, 
twelve attributes are used in the questionnaire. 
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Pretest 
A pretest (n = 10) is conducted to check the questionnaire wording, and to see 
if any final modifications are to be made to the attributes. Two respondents think that 
the attributes sense of security against blood leakage and ability to absorb menstrual 
blood are very closely related. One respondent claims that softness and thickness 
should not be combined into one attribute. As a result, ability to absorb menstrual 
blood is eliminated, and comfort (in terms of softness and thickness) is divided into 
two attributes, softness and thickness. 
The final set of attributes used in the questionnaire includes the following: 
1. Availability of different models which meet different needs of the 
period 
2. Sense of security against blood leakage 
3. Ability to absorb smell of menstrual blood 
4. Package size of the pad 
5. Softness 
6. Thickness 
7. Holding ability of adhesive strips 
8. Fragrance 
9. Customer services (like customer hotline, personal hygiene talks, etc.) 
10. Price 
11. Word-of-mouth (recommendations of family members and friends) 
12. Promotion (like TV commercials, distribution of free sample pads,etc.) 
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Questionnaire Design 
The English and Chinese versions of the questionnaire used in the actual 
survey are included in Appendix 4. The questionnaire is divided into five parts: 
Part I : screening, usage information and demographics 
Part II : salience of attributes 
Parts in & IV : evaluation of Whisper and Nice Day 
Part V : evaluation of the ideal brand 
Only Chinese questionnaires are used in this research because they are more 
easily understood by secondary schoolgirls. 
In order to avoid order bias, two versions of the questionnaire are prepared. 
Whisper precedes Nice Day in the first version, while Nice Day precedes Whisper 
in the second version. 
To capture respondents' attention on brand names, brand names which appear 
at the beginning of each section are highlighted using different fluorescent-colored 
pens. 
Semantic differential scales are used for the evaluation of brands. In order to 
avoid the halo effect, positive and negative adjectives are rotated, so that some appear 
on each side of the scale. It is hoped that this arrangement encourages the 
respondents to pay more attention when answering the questions. 
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Data Collection 
Questionnaires are distributed to two major groups. The first group is 
composed of teachers who have access to Form 4 to Form 7 schoolgirls. The second 
group is composed of Form 4 to Form 7 students themselves. Due to time and 
human resource constraints, convenience sampling is used. 
The teachers are personal friends of the researcher, and/or friends of her 
classmates. Twenty to fifty questionnaires are mailed to each teacher. They are 
requested to distribute the questionnaires to their students during class. It is hoped 
that the schoolgirls pay more attention to the questionnaire and are more motivated 
to respond since it is assigned by their teachers. 
However, since the desired sample size cannot be achieved through this 
method alone, the students are also contacted directly. Some of them are younger 
sisters of the researcher's classmates, while others are private tutorial students of her 
classmates. Each one of them is mailed ten to twenty questionnaires, and they are 
requested to distribute the questionnaires among their classmates. 
Data Analysis 
The statistical package SPSS/PC + is used for data analysis. In addition to the 
descriptive statistics, four main analyses are conducted: 
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1. Attitude scores for Whisper and Nice Day are computed for each 
respondent, using the ideal-point model. This model is used because 
the ideal level of performance of each attribute may not be at an 
J * —. 
assumed extreme point. 
2. Attitude scores for these two brands are compared against each other 
to see if there is any significant difference. The comparison is on an 
individual basis. 
3. Mean scores for each of the twelve attributes are computed for 
Whisper, Nice Day and the ideal brand. Profile analysis is conducted 
to see how far these two brands deviate from the ideal. 
4. Cross-tabulations between attitude and brand usage during the most 
recent period are performed. 
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, CHAPTER IV 
LIMITATIONS 
During the preliminary stage of exploring salient attributes of sanitary napkins, 
only five of the researcher's MBA classmates are interviewed. Although the salience 
of those attributes is verified by the exploratory research and the pretest, only her 
hall-mates and classmates are involved. Secondary schoolgirls are not involved in the 
initial stages of this project because of time constraints and administrative difficulties. 
It is possible that secondary schoolgirls may have a set of salient attributes of sanitary 
napkins which differs from that of their tertiary counterparts. 
Attitudes based on actual product usage experience serve as a better indicator 
of usage behavior. Therefore, in studying the relationship between attitude and brand 
usage, it would be better to include only those who have used both Whisper and Nice 
Day before. However, there will be fewer schoolgirls who have used both brands 
than those who have only heard of, or used only one brand, before. As a result, 
some respondents may evaluate the brands based purely on their perceptions, which 
may have no relation to reality. 
Attitude measurement will be more precise if a larger number of relevant 
attributes are included. And it is interesting to include more brands, in addition to 
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Whisper and Nice Day, so as to get a more comprehensive picture of the sanitary 
napkin market. However, non-response rate is likely to be higher if the questionnaire 
is too long. As a result, restricted by the length of the questionnaire, only twelve 
attributes are used in attitude measurement, and only the two leading brands of 
sanitary napkins are studied. 
Two versions of the questionnaire are prepared to avoid order bias of the 
brands. However, the order of attributes is fixed throughout the study. The effect 
of such an order bias of the attributes is assumed to be negligible. 
Convenience sampling is used in this research. Because of this non-probability 
sample, findings of this study may not be generalizable to the target population of 
entry users. 
Besides, there are potential biases in the choice of interviewing method. In 
this study, the initial contact is personal, since the questionnaires are distributed 
through the researcher's friends and friends of her classmates. Although personal 
interviews may encourage respondents to pay more attention to the questions, self-
administered questionnaires are used because of time and human resource constraints. 
Response bias, based upon misinterpretation, may exist. In this research, 
respondents must complete the questionnaires themselves, and they do not have a 
chance to clarify questions with the interviewer. Therefore, they may have 
misinterpreted or misunderstood the questions. 
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Non-response bias may also exist. Some schoolgirls may be embarrassed by 
the subject being studied, and refuse to complete the questionnaires. Besides, some 
schoolgirls who have never used a particular brand before, and have no impression 
about that brand at all, may refuse to evaluate the brand's performance, Finally, 
some questionnaires may have been lost during the distribution process. 
Moreover, both teachers and schoolgirls have helped to distribute the 
questionnaires. Respondents may have treated the questionnaires more seriously if 
they are told by their teachers to do so. Therefore, bias due to administration 
techniques (i.e., instrument variation) may result. 
Administrative errors due to errors in data input and analysis may also exist. 
Finally, reliability and validity may be questionable since no previous research has 
been performed on sanitary napkins. 
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！ CHAPTER V 
RESULTS 
The Relative Importance of Product Attributes 
/ 
As mentioned in the selection of attributes section, twelve attributes are 
identified from in-depth interviews, exploratory research and a pretest. The mean 
importance score of each attribute is given in Table 1. The scores range from 1, i.e., 
not important at all to 5, i.e., extremely important. Rank number 1 represents the 
most important attribute while rank number 12 represents the least important attribute. 
Please note that the order of presentation of the twelve attributes in the tables, 
as well as in the profile analyses, is the same as the order listed in the questionnaire. 
Please aiso note that those tables which are not directly related to the discussion are 
presented in Appendix 5. 
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TABLE 1 
MEAN IMPORTANCE SCORE OF EACH ATTRIBUTE 
Attributes Mean Score Rank 
(N=307) 
Availability of different models 3.6 6 
Sense of security against blood leakage 4.8 1 
Ability to absorb smell of menstrual blood 4.2 2.5 
Package size of the pad 3.3 8 
Softness 4.0 4.5 
Thickness 4.0 4.5 
Holding ability of adhesive strips 4.2 2.5 
Fragrance 2.3 11 
Customer services 2.0 12 
Price 3.5 7 
Word-of-mouth 3.1 9.5 
Promotion 9.5 
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Rearrangement of Semantic Differential Scales 
For the two extremes in the seven-point scale, it is difficult to tell which 
extreme is more favorable since the ideal point may or may not occur at the assumed 
extreme point. Therefore, evaluation of the ideal brand on each of the product 
attributes is used to identify which extreme is more favorable (see Table 2A in 
Appendix 5). The mean scores for attributes availability of different models’ sense 
of security against blood leakage, package size of the pad, softness，fragrance, price, 
and word-of-mouth are less than 4 (see Table 5). Therefore, the phrases many 
different models, strong sense of security, small pads, soft, no fragrance, cheaper 
than all. other brands, and positive word-of-mouth are considered to be more 
favorable. Similarly, the mean scores for ability to absorb smell of menstrual blood, 
thickness, holding ability of adhesive strips, customer services, and promotion are 
greater than 4 (see Table 5). Therefore, strong absorption of smell of menstrual 
blood, thin, strong adhesive strips, many customer services，and many promotional 
activities are considered to be more favorable. 
Fvalnarion of the Ideal Brand after Rearrangement 
In order to facilitate the profile analysis, the negative extremes of the semantic 
differentials are grouped on the left side while the positive extremes are grouped on 
the right side. After such a rearrangement, evaluation of the ideal brand on each of 
theproduct attributes is given in Table 2B in Appendix 5. 
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Beliefs about Whisper and Nice Day 
The beliefs about Whisper and Nice Day held by the entry users are given in 
Table 3 and Table 4 in Appendix 5, respectively. For each product attribute, paired 
t-tests are conducted to see if there is any significant difference in mean scores 
between Whisper and Nice Day, Whisper and the ideal brand, as well as Nice Day 
and the ideal brand. The paired t-tests are given in Appendix 6. At 95 percent 
confidence level, beliefs about Whisper differ significantly from those about Nice Day 
on all product attributes, with the exception of one - ability to absorb smell of 
menstrual blood. Both Whisper and Nice Day differ significantly from the ideal 
brand on all product attributes. 
Profile Analysis 
The evaluation of the ideal brand, Whisper, and Nice Day on the twelve 
product attributes is summarized in Table 5. The profile analysis is shown in Exhibit 
1. Comparatively speaking, Whisper is more appealing to the entry users than is 
Nice Day. In comparing the two brands to the ideal, the scores for Whisper are 
closer to the ideal points on nearly all attributes, with the exception of two. Nice 
Day's price fragrance are closer to the ideal. However, it should be noted that 
price and fragrance are relatively unimportant, because they rank 1 and 11, 
respectively, in the order of importance. Thus, this profile analysis indicates that 
Whfsper is perceived to be much closer to the ideal sanitary napkin than is Nice Day. 
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TABLE 5 
EVALUATION OF THE IDEAL BRAND, WHISPER AND NICE DAY 
FOR ALL RESPONDENTS 
Attribute ‘ Mean Score 
Ideal Brand Ideal Brand Whisper Nice Day 
(befote rearrangement) (aAer learrangement) 
Availability of different 1.8 ！ 6.2 6.0 4.5 
models ? 
Sense of security against 1.3 i 6.7 5.7 4.6 
blood leakage • 
Ability to absorb smell of 5.7 ！ 5.7 4.3 4.2 
menstrual blood ‘ 
Package size of the pad 2.2 | 5.8 4.7 4.5 
Softness 1.6 ！ 6.4 5.2 4.7 
Thickness 5.6 j 5.6 4.7 4.2 
Holding ability of adhesive 6.2 i 6.2 4.8 4.3 
strips I 
Fragrance 3.6 | 4.4 5.4 5.1 
Customer services 4.8 | 4.8 4.1 3.4 
Price 2.6 j 5.4 2.7 3.7 
Word-of-mouth 2.1 j 5.9 5.1 4.3 
Promotion 5.1 | 5.1 5 J 4.3 
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EXHIBIT 1 
PROFILE ANALYSIS FOR ALL RESPONDENTS 
1 2 3 4 5 6 7 
Order of (negative side) (positive side) 
Importance 
many different 
6 a single model 1 . models 
； 丨 \ 
poor sense of * / \ strong sense of 
I security j —7- — ^ ~ security 
. / , / 
poor absorption of / y / strong 
2 • 5 smell I absorption of 
\\ smell 
I I I I、\ 1 1 , 
8 large pads ^―f small pads 
\ \ \ 
4 • 5 hard ： )~LX )« soft 
I / / / 
4 . 5 thick L-^~~{—i f — J thin 
i 1 \ 
weak adhesive 、 I V strong adhesive 
2 . 5 strips ^ ~ U -y- strips 
I I strong fragrance y> J ' no fragrance 
no customer z y \ many customer 
1 2 service 、 ~ ^ ~ services 
V 7 \ 
more expensive / \ \ cheaper than all 
7 than all other " ^ ― — — ' ‘ ― V other brands 
brands \ 
negative word-of- \ positive word-of-
9 . 5 mouth 4 ¥ m o u t h 
； r / 
j 1 ] / many 







Attitudes toward Whisper and Nice Day 
The frequency distributions of attitudes toward Whisper and Nice Day held by 
the entry users are given in Table 6 and Table 7 in Appendix 5, respectively. Since 
the ideal-point model is used to calculate the attitude scores, a smaller number 
represents a more favorable attitude. The mean attitude score for Whisper is 68.0, 
while that for Nice Day is 84.7. Oveiall speaking, the entry users have a more 
favorable attitude toward Whisper. 
Difference in Attitudes 
Absolute Difference 
Attitude scores for Whisper and Nice Day are compared on an individual basis 
to see if there is any significant difference. In order to avoid the averaging effect, 
the absolute difference in attitude scores for Whisper and Nice Day for each 
respondent is calculated. The frequency distribution of the difference in attitudes is 
given in Table 8 in Appendix 5. 
The null hypothesis is as follows: 
H0 : d = 0 
where d is the difference in attitude scores. 
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In order to show a significant difference in attitudes at 95 percent confidence 
level, 
s.d.d 私 0 025 
where s.d.d = the standard deviation of the difference 
df = the degrees of freedom 
and tw,0.025 = 1.96 





d > 47.2 
From the cumulative frequency column of Table 8 in Appendix 5, 83.1% of 
the respondents do not show a significant difference in attitudes toward Whisper and 
Nice Day. In other Vords, there are only 52 respondents (i.e. 307 x 16.9%) holding 
significantly different attitudes toward these two brands. 
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Favorableness of Brands 
Favorableness of brands, without taking significant difference into 
consideration, is given in Table 9. More than two-thirds of the respondents hold a 
more favorable attitude toward Whisper, while less than 30% of the respondents hold 
a more favorable attitude toward Nice Day. 
Taking significant difference into consideration, favorableness of brands is 
given in Table 10. For the 52 respondents who perceive a significant difference 
between Whisper and Nice Day, 86.5% hold a more favorable attitude toward 
Whisper, while only 13.5% hold a more favorable attitude toward Nice Day. 
TABLE 9 
FAVORABLENESS OF BRANDS 
(WITHOUT TAKING SIGNIFICANT DIFFERENCE INTO ACCOUNT) 
Favorableness Frequency % of Total 
(N=307) (Base=307) 
Whisper more favorable 209 68.1 
No difference 7 2.3 
Nice Day more favorable 91 29.6 
— > » 
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TABLE 10 
FAVORABLENESS OF BRANDS 
(TAKING SIGNIFICANT DIFFERENCE INTO ACCOUNT) 
Favorableness Frequency % of the significant group 
(N=307) (Base=52) 
Whisper significantly more 45 86.5 
favorable 
No significant difference 255 — 
Nice Day significantly more 7 13.5 
favorable 
Characteristics of the Respondents 
Usage Pattern 
The most popular brand used by respondents during their most recent 
menstrual periods is Whisper, followed by Nice Day, Laurier, Stayfree, Kotex, and 
miscellaneous others. Among the five respondents who used other brands during 
their most recent periods, two of them used Freedom, two used Annay, and the 
remaining one used Flaro. Excluding the category of other brands, the mean number 
of pads used during the most recent period ranges from 11 to 16 pads (see Table 11). 
The most popular model used by the respondents during their most recent 
periods is wing, followed by tube, night, extra-thin and finally pantiliner (see Table 
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12). If the numbers of respondents using all these five models are totalled, the sum 
is 592. In other words, the respondents use two models (592/307) on average. The 
use of more than one model during a given period is quite common. 
TABLE 11 
BRANDS USED DURING THE MOST RECENT PERIOD 
Brands Frequency Mean no. of pads used 
(N=307) during the most recent 
period 
Whisper 205 15.7 
Nice Day 88 13.0 
Laurier 54 11.6 
Stayfree 41 12.1 
Kotex 13 11.3 














Actual Buyers and Purchasing Outlets 
Mothers are the most typical buyers of sanitary napkins for their daughters. 
However, entry users who buy sanitary napkins on their own are not uncommon. 
Among the category of other buyers, sisters are the most common group (see Table 
13). The most popular purchasing outlet is a supermarket, followed by a dispensary 
(see Table 14). Ten respondents do not know where to buy sanitary napkins because 
they are just users, and not the actual purchasers. 
TABLE 13 
ACTUAL BUYERS OF SANITARY NAPKINS 
Buyer Frequency 
(N=307) 
Self 127 、 
Mother 223 
Others - 11 
Sister (9) 
Amah (1) 
Sales friend (1) 
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TABLE 14 




Convenience Store 5 
Dispensary 101 
Others - 3 
Department store (2) 
No need to buy"" (1) 
Don't Know 10 
* There is one missing case on this item. 
** One of the respondent receives free pads from her sales friend, so there is no need for her to buy sanitary 
napkins. 
Demographics 
The target group of this study is Form 4 to Form 7 schoolgirls. Most of them 
have at least three years of menstrual experience (see Table 15 in Appendix 5). 
Forms and schools attended by the respondents are given in Table 16 and Table 17 
in Appendix 5, respectively. 
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CHAPTER VI 
RELATIONSHIP BETWEEN ATTITUDE AND BRAND USAGE 
Cross-tabulations are used to see if there is any relationship between attitude 
and brand usage. Chi-square tests are performed between difference in attitudes 
(Whisper significantly more favorable, no significant difference in attitudes, and Nice 
Day significantly more favorable) and brand usage during the most recent menstrual 
period (Whisper, Nice Day，Laurier, Stay free, and Kotex). Table 18 summarizes the 
chi-square values and their significance levels for these two variables. 
At the 95 percent confidence level, there are significant relationships between 
difference in attitudes and usage of Whisper, as well as between difference in attitudes 
and usage of Nice Day. However, no significant relationships between difference in 
attitudes and usage of other brands (Laurier, Stayfree, Kotex) exist. Attitude 
measurements are taken only for the two leading brands. Thus one will not 
intuitively expect the usage of other brands to bear any relationship to these attitudes. 
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TABLE 18 
RELATIONSHIP BETWEEN DIFFERENCE IN ATTITUDES AND 
USAGE OF DIFFERENT BRANDS 
Relationship between difference in attitudes and usage of: Chi-square value Significance 
Whisper 14.6 0.00 
Nice Day 13.5 0.00 
Laurier 0.7 0.71 
Stayfree 0.9 0.65 
Kotex 2.1 0.34 
Cross-tabulations for difference in attitudes by usage of Whisper，and 
difference in attitudes by usage of Nice Day are given in Table 19 and Table 20, 
respectively. The detailed breakdowns on the number of Whisper and Nice Day pads 
.used are given in Table 21 and Table 22 in Appendix 5，respectively. 
Those who do not perceive a significant difference between Whisper and Nice 
Day may simply choose the brands at random. For the respondents who perceive 
Whisper as significantly more favorable than Nice Day, almost 90% of them used 
Whisper (Table 19), and less than 20% used Nice Day (Table 20), during the most 
recent period. Among those who used Whisper, nearly half of them are heavy users 
who used 20 or more pads (Table 21 in Appendix 5). 
For the respondents who perceive Nice Day to be significantly more favorable 
than Whisper, more than 85% used Nice Day (Table 20), and less than 30% used 
Whisper (Table 19)，during the most recent period. Among the six respondents who 
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used Nice Day, five of them are relatively heavy users who used 15 or more pads 
(Table 22 in Appendix 5). 
Although the results are limited by the small number of respondents who 
prefer Nice Day over Whisper at a statistically significant level, this study does show 
that there is a certain degree of predictability of brand usage by attitude. In addition, 
it seems that respondents who prefer a brand significantly over other brands may also 
have a tendency to be heavy users of the preferred brand. But this may also be due 
to personal needs, i.e., those respondents may have heavier flows which require the 
usage of more pads. 
TABLE 19 
CROSS-TABULATION BETWEEN DIFFERENCE IN ATTITUDES AND 
USAGE OF WHISPER 
Usage of Whisper 
Difference in attitudes No Yes Row Total 
Whisper significantly more favorable 5(11.4%) 39 (88.6%) j 44 
No significant difference 89 164 j 253 
Nice Day significantly more favorable 一 5 (71.4%) 一 2 
Column total __99 205 j 304" 
( ) i s the percentage of the row total. 




CROSS-TABULATION BETWEEN DIFFERENCE IN ATTITUDES 
AND USAGE OF NICE DAY 
Usage of Nice Day 
Difference in attitudes No Yes Row Total 
Whisper significantly more favorable 36 (81.8%) 8 (18.2%) j 44 
No significant difference 179 74 j 253 
Nice Day significantly more favorable 1 (14.3%) 一 6 (85.7%) 7 
Column total 216 88 j 304* 
( ) i s the percentage of the row total. 




ANALYSES FOR THE TWO GROUPS -
WHISPER SIGNIFICANTLY MORE FAVORABLE, AND 
NICE DAY SIGNIFICANTLY MORE FAVORABLE 
Relative Importance of Attributes as Perceived by Different Groups 
The relative importance of each of the twelve attributes, as perceived by 
different groups (i.e., Whisper significantly more favorable, Nice Day significantly 
more favorable, and all respondents), is given in Table 23. Sense of security against 
blood leakage is consistently perceived as the most important attribute by all three 
groups. Word-of-mouth, promotion, fragrance, and customer services are consistently 
perceived as the four least important attributes by all three groups. Price and 
package size of the pad are also perceived as relatively unimportant. There is less 
consistency with respect to the importance rankings of the remaining attributes. 




RELATIVE IMPORTANCE OF ATTRIBUTES AS 
PERCEIVED BY DIFFERENT GROUPS OF RESPONDENTS 
Attribute Whisper Nice Day All Respondents 
significantly more significantly more 
favorable favorable 
Availability of different models 4.0 (6) 4.4 (4.5) 3.6 (6) 
Sense of security against blood 4.8 (1) 5.0 (1) 4.8 (1) 
leakage 
Ability to absorb smell of 4.4 (3.5) 4.3 (6) 4.2 (2.5) 
menstrual blood 
Package size of the pad 3.7 (7) 4.0 (7.5) 3.3 (8) 
Softness 4.4 (3.5) 4.4 (4.5) 4.0 (4.5) 
Thickness 4.3 (5) 4.6 (2.5) 4.0 (4.5) 
Holding ability of adhesive strips 4.6 (2) 4.6 (2.5) 4.2 (2.5) 
Fragrance 2.2 (11) 2.1 (11) 2.3 (11) 
Customer services 1.9 (12) 1.9 (12) 2.0 (12) 
Price 3.5 (8) 4.0 (7.5) 3.5 (7) 
Word-of-mouth 3.4 (9) 3.9(9) 3.1(9.5) 
Promotion 3.2 (10) 3.1 (10) 3.1 (9.5) 
( )shows the ranking of importance, with 1 being the most important and 12 being the least important. 
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The Group Which Perceives Whisper as Significantly More Favorable 
Forty-five respondents perceive Whisper to be significantly more favorable 
than Nice Day. Their beliefs about Whisper and Nice Day on each of the twelve 
product attributes are summarized in Table 24. The profile analysis for this group 
is given in Exhibit 2. The evaluation of Whisper on most attributes is closer to the 
ideal brand, with only two exceptions - price and fragrance. 
This profile analysis is similar to Exhibit 1 (profile analysis for all 
respondents) in terms of the evaluations of Whisper and the ideal brand. However, 
the scores for Nice Day are closer to the negative side, as compared to the overall 
sample. This may be due to the halo effect, where the respondents tend to generalize 
Nice Day's poor performance on one or a few attributes to all attributes. 
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TABLE 24 
BELIEFS OF THE GROUP WHICH PERCEIVES WHISPER 
AS SIGNIFICANTLY MORE FAVORABLE 
(N=45) 
Attribute Whisper Nice Day Ideal 
Availability of different models 6.4 3.5 6.7 
Sense of security 6.4 3.8 7.0 
Ability to absorb smell 4.8 3.9 6.1 
Package size of the pad 5.1 3.9 6.2 
Softness 5.8 4.0 6.7 
Thickness 5.2 3.7 5.9 
Holding ability of adhesive strips 5.6 3.6 6.5 
Fragrance 5.7 5.4 4.8 
Customer services 4.1 3.1 4.9 
Price 2.5 4.0 5.3 
Word-of-mouth 6.1 3.8 6.5 
Promotion 5.5 3/7 5.3 
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EXHIBIT 2 
PROFILE ANALYSIS FOR THE GROUP WHICH PERCEIVES 
WHISPER AS SIGNIFICANTLY MORE FAVORABLE 
1 2 3 4 5 6 7 
Order of (negative side) (positive side) 
Importance 
many different 
6 a single model ^ v ~ models 
f \ \ 
poor sense of \ \ strong sense of 
1 — ' / / / I — 
poor absorption of 1 | / strong 
3 . 5 smell jJ U— absorption of 
I \ smell 
• \ 
7 large pads U L^— L-l^ small pads 
i i
 :
 ii i \ A 
3 . 5 hard H ) s o f t 
/ / / 
_ I / / / 
5 thick 1 f—i A thin 
I \ \ 
weak adhesive ‘ \ \ strong adhesive 
2 strips ^ ― I -A L— strips 
1 1 strong fragrance 产 no fragrance 
z i 〉 
no customer , ^ \ ^ 丨 many customer 
1 2 service ^ — l - ^ - ~ ~ ¥ services 
A \ 
more expensive / N\ \ cheaper than all 
8 than ail other ‘ — — other brands 
brands n. 
negative word-of- ' positive word-of-
9 mouth r1 / X " " m°Uth 
I / I 咖町 







The Group Which Perceives Nice Day as Significantly More Favorable 
The beliefs for the group of respondents (N=7) which perceives Nice Day as 
significantly more favorable than Whisper are summarized in Table 25. The profile 
analysis for this group is presented in Exhibit 3. Except for the attributes availability 
of different models and customer services, the evaluation of Nice Day on all other 
attributes is closer to the ideal brand. 
The profile analysis for this group is very different from Exhibit 1，the profile 
analysis for all respondents. It appears from Exhibit 1 that respondents perceive 
Whisper to be much closer to their ideal brand. Exhibit 3, however, indicates that 
those who favour Nice Day have much more positive beliefs about all of this brand's 
product attributes, with only minor exceptions (fragrance and price). Thus, the halo 
effect is much more prominent in this case. 
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TABLE 25 
BELIEFS OF THE GROUP WHICH PERCEIVES NICE DAY 
AS SIGNIFICANTLY MORE FAVORABLE 
(N=7) 
Attribute Whisper Nice Day Ideal 
Availability of different models 6.3 5.7 6.9 
Sense of security 5.4 6.0 7.0 
Ability to absorb smell 3.7 5.0 6.3 
Package size of the pad 4.0 4.9 5.3 
Softness 4.4 6.0 6.9 
Thickness 3.1 5.3 5.7 
Holding ability of adhesive strips 4.3 6.4 6.7 
Fragrance 5.7 5.1 3.7 
Customer services 4.9 4.4 5.1 
Price 2.3 3.6 5.3 
Word-of-mouth 4.6 6.1 7.0 
Promotion 5.6 5^6 5.9 
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EXHIBIT 3 
PROFILE ANALYSIS FOR THE GROUP WHICH PERCEIVES 
NICE DAY AS SIGNIFICANTLY MORE FAVORABLE 
1 2 3 4 5 6 7 
Order o f (negative side) (positive side) 
Importance 
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Strategic Implications for Product Improvement 
Sense of security against blood leakage is considered to be the most important 
attribute. In order to increase the sense of security, sanitary napkins should possess 
good ability to absorb menstrual blood, good holding ability, and other features which 
are designed to protect against blood leakage. This may explain why the wing model, 
which gives extra protection, is regarded as the most popular model by the 
respondents. Holding ability of adhesive strips is considered to be the third most 
important feature by all respondents. This is probably because stronger adhesive 
strips lead to a greater sense of security. 
In addition to the existence of different models which meet different needs of 
the period, well-designed pads should be soft, thin，and small in package size. 
Different people may have different preferences with respect to the intensity 
of fragrance. The ideal point for fragrance appears at a medium level, which may 
be largely due to the averaging effect. In order to satisfy different needs of 
customers, manufacturers should introduce both fragrant and non-fragrant versions 
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for each of the sanitary napkin models. Since fragrance is a relatively unimportant 
attribute, however, it may not be cost effective for manufacturers to do so. 
Fragrance is sometimes preferred for its ability to lessen the smell of menstrual 
blood. It should be noted that ability to absorb smell of menstrual blood is regarded 
as the second most important feature by all respondents. Thus, to lessen the smell 
of menstrual blood, it is better for manufacturers to introduce smell-absorbents in tbe 
pads, instead of producing fragrant pads. 
The price-imsigQ relationship does not seem to be prominent for sanitary 
napkins. Consumers are more likely to prefer cheaper brands over more expensive 
ones, provided that the brands have similar performance on the salient attributes. 
Word-of-mouth is considered to be as important as promotion by all 
respondents. Positive word-of-mouth can be established through positive product 
reinforcement, which results from continuous product improvement. Therefore, 
manufacturers who use heavy promotion alone to boost sales are very short-sighted. 
Customer services is perceived to be the least important attribute by all the 
groups (i.e., Whisper significantly more favorable, Nice Day significantly more 
favorable, and all respondents). Therefore, services like customer hotlines may have 
minimal effects in improving brand image. 
The use of multiple sanitary napkin models during one period is found to be 
quif?common in this study. Therefore, bundling different models together with a 
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discount may be appealing to customers. The wing model is the most popular, while 
pantiliner is the least popular model. Bundling pantiliners with wing pads at discount 
prices may encourage trial usage of pantiliners, which may induce future sales of 
pantiliners. 
Since mothers are the most typical buyers of sanitary napkins, promotional 
activities which only target the entry user group are inadequate. Communicating the 
brand to the mothers of the entry user group is as important as communicating the 
brand to the entry user group itself. Taking the TV advertising medium as an 
example, the afternoon slots during the programmes viewed by homemakers are very 
suitable for sanitary napkin advertisements. 
Supermarkets are the most popular purchase outlets for sanitary napkins. 
Point-of-purchase displays and retail shelf space in the supermarkets may have a great 
impact on sales. Sanitary napkin manufacturers should thus be cautious in negotiating 
such terms with retailers. 
Most sanitary napkin manufacturers arrange personal hygiene talks for 
schoolgirls in promoting their brands. In organizing such hygiene talks, 
manufacturers should take note of the timing. In this study, 70% of the respondents 
reported menstrual onset during or before Form 1. Therefore, it would be more 
effective to arrange such talks for primary and Form 1 schoolgirls. 
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Strategic Implications for Whisper 
This study shows that Whisper is perceived more favorably than Nice Day by 
the majority of the respondents. Among 307 respondents, 209 of them show a more 
favorable attitude toward Whisper, while only 91 of them show a more favorable 
attitude toward Nice Day. In addition, 45 respondents perceive Whisper to be 
significantly more favorable than Nice Day, while only 7 respondents perceive Nice 
Day as significantly more favorable than Whisper. From the profile analysis shown 
in Exhibit 1，Whisper is closer to the ideal brand than Nice Day on each of the top 
six most important attributes. And Whisper is the most typical brand used by the 
respondents. In order to maintain a leading position within the entry user group, 
Whisper should maintain its strong performance on the important attributes, such as 
sense of security against blood leakage, ability to absorb smell of menstrual blood, 
holding ability of adhesive strips, softness, thickness, and availability of different 
models. 
However, there is a potential threat for Whisper with respect to its pricing 
strategy. Respondents generally perceive Whisper to be more expensive than Nice 
Day, regardless of which group they belong to (i.e., Whisper significantly more 
favorable, Nice Day significantly more favorable, and all respondents). The image 
of Whisper will be seriously affected if the salience of price increases dramatically 
as people become more price conscious. Therefore, it is important for Whisper to 
justify its high price by different means, such as providing a better sense of security 
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against blood leakage. Good value for money should be communicated to actual and 
potential buyers of Whisper. 
From the profile analysis in Exhibit 1, Whisper seems to have too many 
promotional activities because it exceeds the ideal level of promotion. Besides, 
promotion is regarded as a relatively unimportant attribute by the respondents. 
Therefore, it is wise for Procter & Gamble to cut its promotional budget for Whisper 
in order to increase its profit margin. 
Whisper maintains a customer hotline to answer customers' questions on 
sanitary napkins and personal hygiene matters. However, customer services is 
regarded as the least important attribute by all groups. Thus, Procter and Gamble 
should review the efficiency and effectiveness of this hotline. 
Strategic Implications for Nice Day 
Nice Day is the second most popular brand, following Whisper, among the 
respondents in this study. With the exception of fragrance and price, the beliefs 
\ 
about Nice Day on all other attributes are perceived as being less favorable than 
Whisper. Nice Day can attain a better image by altering the beliefs about its brand, 
especially with respect to the important attributes, such as sense of security against 
blood leakage, ability to absorb smell of menstrual blood, holding ability of adhesive 
strips1； tic. Besides, Nice Day can enhance its image by increasing the saliency of 
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price and fragrance. This can be achieved through advertising and promotional 
activities. Therefore, unlike Whisper, Nice Day should increase its promotional 
budget in order to build up a better image. 
Most of the respondents (255 out of 307) do not express a significant 
difference in attitudes toward Whisper and Nice Day. Therefore, Nice Day should 
place more emphasis on its good value for money by providing features which are 
similar to Whisper, but offered at a lower price. 
In addition, Nice Day can enhance its image by introducing new product 
features which are distinctive from those offered by Whisper. For instance, Nice Day 
can introduce smell-absorbents in its pads in order to outperform Whisper on ability 
to absorb smell of menstrual blood. Since this attribute is considered by respondents 




The in-depth interviews, exploratory research, and pretest reveal twelve 
attributes which are important for the evaluation of sanitary napkins. Sense of 
security against blood leakage is considered to be the most important attribute, 
followed by ability to absorb smell of menstrual blood, holding ability of adhesive 
strips, softness, thickness, availability of different models, price, package size of the 
pad, word-of-mouth, promotion, fragrance, and customer services. 
Apart from fragrance and price, beliefs about Whisper on all other attributes 
are generally perceived as closer to the ideal than are beliefs about Nice Day. The 
majority of respondents (255 out of 307) do not have significantly different attitudes 
toward Whisper and Nice Day. For the 52 respondents who do display significantly 
different attitudes toward these two brands, 45 of them perceive Whisper as 
significantly more favorable, and the remaining 7 respondents perceive Nice Day as 
significantly more favorable. 
Significant relationships are found between difference in attitudes toward 
Whisper and Nice Day and usage of Whisper, as well as usage of Nice Day. 
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Respondents who have more favorable attitudes toward one brand are more likely to 
have used their preferred brands during their most recent menstrual periods. 
Strategic suggestions for product improvement are made. In addition to the 
marketing of different models which meet different needs of the period, well-designed 
pads should be soft, thin, and small in package size. To lessen the smell of menstrual 
blood, it is better for manufacturers to introduce smell-absorbents in the pads, rather 
than produce fragrant pads. Since the use of multiple models of sanitary napkins 
during one menstrual period is found to be quite common, the marketer can bundle 
a more popular model (like wing) with a less popular model (like pantiliner) for sale. 
In order to capture the entry user group, the marketer should target its promotion to 
their mothers, since they are the most typical buyers of sanitary napkins for their 
daughters. 
- I t is suggested that Whisper justify its high price by reinforcing its consumers' 
favorable beliefs about the most important attributes. Whisper may further improve 
its profit margin by reducing its promotional budget, since its promotion exceeds the 
ideal level. Nice Day should try to alter customers' beliefs about its brand on the 
salient attributes. Nice Day should also emphasize its good value for money, since 
it is perceived as a less expensive brand than Whisper. Adding distinctive features, 




SAMPLE SIZE CALCULATION 
The study involves a measurement of proportion, i.e.，the proportion that rates 




N = sample size 
7? = square of the confidence interval in standard error units 
p — estimated proportion of success (Whisper is viewed as 
favorably as Nice Day) 
q = (1-p), or estimated proportion of failure (Whisper is not viewed 
as favorably as Nice Day) 
E2 = square of the maximum allowance for error between true 
proportion and sample proportion 
Keeping Z and E constant, the largest sample size is required when p = q = 
0.5. Therefore, the sample size required for this study at 95 percent confidence 





ATTRIBUTES OF SANITARY NAPKINS 
GENERATED BY IN-DEPTH INTERVIEWS 
The twenty attributes of sanitary napkins, which are generated from five 
separate in-depth interviews, are as follows: 
1. Availability of different models which meet different needs of the period 
2. Ability to absorb menstrual blood / Dryness of surface 
3. Ability to absorb smell of menstrual blood 
4. Package size of the pad 
5. Thickness of the pad 
6. Softness of the pad 
7. Holding ability of adhesive strips 
8. Fragrance of the pad 
9. Comfort in using the pad 
10. Sense of security against blood leakage 
11. Instructions on how to use sanitary napkins 
12. Materials of the pad (environmentally friendly or not) 
13. Price per package 
14. Price discount 
15. Price per pad information 
16. Customer services (like customer hotline, personal hygiene talks, etc.) 
177" Distribution of free sample pads 
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18. Quality of TV commercials 
19. Availability of the brand in retail outlets 
20. Availability of different models of the brand in retail outlets 
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APPENDIX 3 
THE MODIFIED SET OF ATTRIBUTES 
Referring to Appendix 2, attributes 5, 6 and 9 are combined into one attribute, 
comfort (in terms of softness and thickness). Attributes 13 to 15 are combined into 
a price attribute. Attributes 17 and 18 are combined into promotion (like TV 
commercials, distribution of free sample pads, etc.). Finally, attributes 19 and 20 are 
redundant, and are combined as availability of different models of the brand in retail 
outlets. As a result, the attributes are revised as follows: 
1. Availability of different models which meet different needs of the period 
2. Ability to absorb menstrual blood / Dryness of surface 
3. Ability to absorb smell of menstrual blood 
4. Package size of the pad 
5. Comfort (in terms of softness and thickness) 
6. Holding ability of adhesive strips 
7. Fragrance of the pad 
8. Sense of security against blood leakage 
9. Instructions on how to use sanitary napkins 
10. Materials of the pad (environmentally friendly or not) 
11. Price 
12. Customer services (like customer hotline, personal hygiene talks, etc.) 
13. Promotion (like TV commercials, distribution of free sample pads, etc.) 





I am a student of The Chinese University of Hong Kong and am conducting a research project 
concerning sanitary napkins. Your opinions are invaluable to my study. Thank you in advance for 
spending a few minutes to answer the following questions. 
P A R T I 
Instructions : Please circle the appropriate answer. 
1.1) Do you have any experience using sanitary napkins? 
1. Yes 2. No (terminate) 
1.2) Have you ever heard of or used any model of Whisper? 
1. Yes 2. No (terminate) 
1.3) Have you ever heard of or used any model of Nice Day? 
1. Yes 2. No (terminate) 
1.4) Which brand(s) and approximately how many pads of each brand did you use during your 
most recent menstrual period ？ (You can circle more than 1 answer.) 
1. Whisper (no. of pads: ) 4. Stayfree (no. of pads: ) 
2. Nice Day(no. of pads: ) 5. Kotex (no. of pads: ) 
3. Laurier (no. of pads: ) 6. Others (brand(s): _ _ _ _ _ 
no. of pads: ) 
1.5) Which model(s) did you use during your most recent menstrual period? (You can circle more 
than 1 answer.) 
1. pantiliner 3. wing 5. night 
2. tube 4. extra-thin 
1.6) Who buys sanitary napkins for you? (You can circle more than 1 answer.) 
1. Yourself 2. Mom 3. Others (specify: ) 
1.7) Where do you usually buy sanitary napkins ？ (You can circle more than 1 answer.) 
1. Supermarket (e.g., Wellcome, Park'N Shop) 4. Others (specify: ) 
2. Convenience Store (e.g., 7-11’ OK) 5. Don't know 
3 . D i s pensa ry (e.g., Watson's, Mannings) 
1.8) Your menstrual onset occurred in: 
1. Primary 6 or before 3. Form 2 5. Form 4 or after 
2. Form 1 4. Form 3 6. Don’t remember 
1.9) You are a Form student. 
Name of your school: — 
一产 <Page 4> 
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PART II 
Instructions : There are altogether 12 product features related to sanitary napkins. Please indicate the 
importance of each product feature to you by placing an "X” on the scale which appears to the right 
of each product feature. The scale ranges from not important at all on one end to extremely important 
on the other end. 
Example : Fragrance not important extremely 
at all X important 
Explanation : In this example, if you think fragrance is of little importance, you would place an "X" 
in the 2nd position. 
Product Features Importance 
2.1 Availability of different models which meet not important extamfy 
different needs of the period at all inqjortant 
2.2 Sense of security against blood leakage not important eKtrarefy 
at all inqxjrtant 
2.3 Ability to absorb smell of menstrual blood not important exbecKfy 
at all inqwrtant 
2.4 Package size of the pad not important extreme^  
at all irrqx)rtant 
2.5 Softness not important esdremefy 
at all important 
2.6 Thickness not important extreme^  
at all important 
2.7 Holding ability of adhesive strips not important estremefy I 
at all important 
2.8 Fragrance not important edremefy 
at all important 
2.9 Customer services (like customer hotline, not important exfctemsfy 
personal hygiene talks, etc.) at all inqjortant 
2.10 Price not important extremely 
at all inqxjrtant 
2.11 Word-of-mouth (recommendations of family not important extreme^  
members and friends) at all important 
2.12 Promotion (like TV commercials, distribution not important sdremefy 
of free sample pads, etc.) at all inqjortant 
一产 <Page 4> 
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PART III - Evaluation o f ^ H ^ f 
Instructions : There are 12 scales in this section relating to the product features listed in Part II. For 
each one of the scales, please mark an "X" in the appropriate position to represent how well you think 
Whisper is doing on that particular aspect. I f vou have not used any model of Whisper, just evaluate 
Whisper based on what you think. 
Example : no fragrance X strong fragrance 
Explanation : This is a scale ranging from no fragrance on one end to strong fragrance on the other 
end. I f you think that Whisper has no fragrance at all, you would place an "X" at the left side of the 
scale (no fragrance). 
NOTE : PLEASE TH INK O N L Y ABOUT H M 醒 R IN THIS SECTION. 
3.1 many different a single model 
models 
3.2 strong sense of poor sense of security 
security against against blood leakage 
blood leakage 
3.3 poor absorption of strong absorption of 
smell of menstrual smell of menstrual 
blood blood 
3.4 small pads large pads 
3.5 soft hard 
3.6 thick ； thin 
3.7 weak adhesive strips strong adhesive strips 
3.8 no fragrance strong fragrance 
3.9 no customer service many customer services 
3.10 cheaper than all more expensive than all 
other brands other brands 
3.11 positive word-of- negative word-of-mouth 
mouth 
3.12 no promotion many promotional 
activities 
一产 <Page 4> 
61 
PART IV - Evaluation of Nice Day 
Instructions : Now please evaluate how well Nice Day is doing on the different aspects. Again, if vou 
have not used anv model of Nice Day, just evaluate Nice Day based on what vou think. 
NOTE : PLEASE THINK ONLY ABOUT NICE DAY IN THIS SECTION. 
4.1 many different models a single model 
4.2 strong sense of poor sense of security 
security against blood against blood leakage 
leakage 
4.3 poor absorption of strong absorption of 
smell of menstrual smell of menstrual 
blood blood 
4.4 small pads large pads 
4.5 soft hard 
4.6 thick thin 
4.7 weak adhesive strips strong adhesive strips 
4.8 no fragrance strong fragrance 
4.9 no customer service many customer services 
4.10 cheaper than all other more expensive than all 
brands other brands 
4.11 positive word-of- . negative word-of-mouth 
mouth 
4.12 no promotion many promotional 
activities 
一 产 <Page 4> 
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PART V - Evaluation of the ideal brand of sanitary napkin t 
Instructions : In this section, you have to use your imagination to think about an ideal brand of sanitary 
napkin that you have been dreaming of. This type of sanitary napkin may or may not exist in the real 
world. 
NOTE : PLEASE THINK ONLY ABOUT YOUR IDEAL BRAND JN THIS SECTION. 
5.1 many different a single model 
models 
5.2 strong sense of poor sense of security 
security against against blood leakage 
blood leakage 
5.3 poor absorption of strong absorption of 
smell of menstrual smell of menstrual 
blood blood 
5.4 small pads large pads 
5.5 soft hard 
5.6 thick thin 
5.7 weak adhesive strong adhesive strips 
strips 
5.8 no fragrance strong fragrance 
5.9 no customer many customer 
service services 
5.10 cheaper than all more expensive than 
other brands all other brands 
5.11 positive word-of- negative word-of-
mouth mouth 
5.12 no promotion many promotional 
activities 
The End 
Thank You Very Much ！ 












1 .有 2 .沒有（终止問卷） 
1.4)在最近的一次經期中，你用過什麼牌子衛生巾？大約用了多少片？（你可以圏出多於 
一個答案.） . 
1.護舒寶（——H) 3.樂而雅（__片） 5.高潔絲（―一片） 
2.倍安日（一一M) 4.蝶安護（一―片） 6.其他（牌子： ；——片） 
1.5)在最近的一次經期中，你用了什麼款式的衛生巾昵？（你可以圏出多於一値答案.） 
1.護墊 2.普通装 3 .護翼 4 .超薄 5.夜用装 
1.6)誰替你購買衛生巾？（你可以圏出多於一個答案） 
• 1 .自己 2 .母親 3.其他人（請列明： ) 
1.7).你一般在那處購買衛生巾？（你可以圏出多於一個答案.） 
1.超级市場（如惠康,百佳） 3.藥房（如屈臣氏,萬寧） 5.不知道 
2.便利店（如7-11,0 K) 4.其他（諳列明： ) 
1.8)你的第一次月經發生在： 
1.小六或以前 2 .中一 3 .中二 4 .中三 5.中四或以後 6.忘記 










(以配合不同日子的需要）完全不重要 一 一 一 一 非 常 重 要 




2-3)吸收經血氣味的能力 完全不重要一一 一一 一一 一 一一非常重要 
2.4)每片包装的大小 完全不重要一一 一一 一 _ _ _ 一一非常重要 




) 厚 溥 完全不重要 非常重要 




) 香 味 完全不重要 _ _ — _非常重要 
2-9)顧客服務(如顧客熱線， 完全不重要 非常重要 
個人衛生講座等） 
2
.10)價錢 完全不重要 非常重要 
2.11) 口碑(家人或朋友的推薦）完全不重要一一 一一 一一 一一 一一非常重要 
2.12)推廣活動(如電視廣告， 完全不重要 非常重要 
派發免費試用装等） 一一 




®王： 沒有香味 _ X _ —一 — — — — — — — — — — 濃 烈 的 香 味 
M S ：這値尺度是從一端的沒有香味伸展至另一端的濃烈的香味.在這例子中，你凳得護舒耷 
是沒有香味的，所以你在最左端的位置(沒有香味)上填上一値” X”號. 
注意：在這部份中’請你只集中^^衝(Whisper)之上. 
3 . 1 )很多不同的款式——— — _ — _ — _單一款式 
3-2) 很有安全感 沒有安全感 
3.3)吸收經血氣味的 吸收經血氣味的 
能力非常弱 — 能力非常強 
3 . 4 ) 毎 片 的 包 装 細 小 — — —__ —— —_, 毎片的包装較大 
3.5) 柔軟 _ — —— —— — _ — — — — 堅 硬 
3.6) 厚 — — — _ _ _ — — — — — — — — 薄 
3 . 7 )膠貼的黏貼力弱— — ————膠貼的黏貼力強 
3.8) 沒有香味—— —— —一 — _濃烈的香味 
3-9) 沒有顧客服務—— 很多顧客服務 
3.10) 比任何牌子平— ： 比任何牌子貴 
3.11) 口碑好—— 口碑差 




指丞：费您 f l赁室 • S S S S S去的表現 .如果你沒有用渦仟何—款倍安曰的饬半巾 - ^ ^ 
注意：在這部份中，請你只集中在籍安日（Nice Dav)^ h. 
4 . 1 ) 很 多 不 同 的 款 式 _ _ 一一 ——單一款式 
4.2) 很有安全感 沒有安全感 
4 . 3 ) 吸悠箜耍 g 璧的 吸收經血氣味的 
能力非常弱 能力非常強 
4.4)每片的包装細 小 ——每片的包装較大 
4
*5) 柔軟 堅硬 
4-6) 厚 — 一 一 — — — — _ _ _ _ _ 薄 
4 . 7 )膠阽的黏貼力 弱 膠貼的黏貼力強 
4.8) 沒有香味—一 __； _ _ — — — — 一一 —一濃烈的香味 
4.9) 沒有顧客服務— _ 一— 一— ——很多顧客服務 
'4.10) 比 任 何 牌 子 平 _ —__ —__ —— —— —__ 比任何牌子貴 
4.11) 口碑好 —— —— —— —__ —— 口碑差 
4.12) 沒有推廣活動一 _ t _ — 一— —__ 一— _—很多推廣活動 
• 第 五 部 份 - 你 • 牌 學 的 評 價 
指丞：請想象你心目中夢寐以求的衛生巾牌子，這種衛生巾並不一定存在於現實世界中. 
注 意 ： 在 這 部 份 中 ’ 請 你 只 集 中 在 虚 _ 獲 微 牌 爷 之 上 . 
5.1)很多不同的款 式 單一款式 
5.2) 很有安全感 沒有安全感 
5 . 3 )吸收經血氣味的 吸收經血氣味的 
能力非常弱 ： 能力非常強 
5 - 4 ) 每片的包装細 小 — 一每片的包装較大 
5 .5 ) 柔軟 堅硬 
5 .6 ) 厚 — — 薄 
5 . 7 )膠貼的黏貼力 弱 膠貼的黏貼力強 
5.8) 沒有香味 濃烈的香味 
5.9) 沒有顧客服務 很多顧客服務 
5.10) 比 任 何 牌 子 平 — — — _ — _ — _ 一 ― — _比任何牌子貴 
5.11) 口 碑 好 — — — — _ — —— —— 口碑差 
5.12) 沒有推廣活動—— 很多推廣活動 






EVALUATION OF THE IDEAL BRAND BEFORE REARRANGEMENT 
(N=307) Frequency of Score 
1 2 3 4 5 6 7 
many different models 160 82 30 25 6 4 0 a single model 
strong sense of security 254 39 7 3 1 2 1 poor sense of security 
against blood leakage against blood leakage 
poor absorption of 36 13 3 9 13 42 191 strong absorption of 
smell of menstrual smell of menstrual 
blood blood 
small pads 145 64 30 43 9 8 8 large pads 
soft 200 69 14 18 0 4 2 hard 
thick 15 16 9 43 30 47 147 thin 
weak adhesive strips 8 9 4 12 24 65 185 strong adhesive strips 
no fragrance 61 30 21 102 57 23 13 strong fragrance 
no customer service 10 17 14 102 57 43 64 many customer 
services 
cheaper than all other 114 39 57 78 9 6 4 more expensive than 
brands all other brands 
positive word-of-mouth 165 60 14 50 7 8 3 negative word-of-
mouth 




EVALUATION OF THE IDEAL BRAND AFTER REARRANGEMENT 
(N = 307) Frequency of Score 
(negative side) 1 2 3 4 5 6 7 (positive side) 
a single model 0 4 6 25 30 82 160 many different models 
poor sense of security 1 2 1 3 7 39 254 strong sense of security 
against blood leakage against blood leakage 
poor absorption of 36 13 3 9 13 42 191 strong absorption of 
smell of menstrual smell of menstrual 
blood blood 
large pads 8 8 9 43 30 64 145 small pads 
hard 2 4 0 18 14 69 200 soft 
thick 15 16 9 43 30 47 147 thin 
weak adhesive strips 8 9 4 12 24 65 185 strong adhesive strips 
strong fragrance 13 23 57 102 21 30 61 no fragrance 
no customer service 10 17 14 102 57 43 64 many customer services 
more expensive than all 4 6 9 78 57 39 114 cheaper than all other 
other brands brands 
negative word-of-mouth 3 8 7 50 14 60 165 positive word-of-mouth 




BELIEFS ABOUT WHISPER ON EACH OF THE PRODUCT ATTRIBUTES 
(N=307) Frequency of Score 
(negative side) 1 . 2 3 4 5 6 7 (positive side) 
a single model 1 3 8 23 36 118 118 many different models 
poor sense of security 4 3 7 25 67 122 79 strong sense of security 
against blood leakage against blood leakage 
poor absorption of 9 32 47 87 52 56 24 strong absorption of 
smell of menstrual smell of menstrual 
blood blood 
large pads 5 11 32 92 62 79 26 small pads 
hard 3 6 16 53 78 114 37 soft 
thick 4 21 33 99 53 55 42 thin 
weak adhesive strips 7 26 35 56 64 69 50 strong adhesive strips 
strong fragrance 0 1 17 94 45 61 89 no fragrance 
no customer service 28 31 34 93 51 53 17 many customer services 
more expensive than 67 82 78 59 7 9 5 cheaper than all other 
all other brands brands 
negative word-of- 1 22 18 63 58 83 62 positive word-of-mouth 
mouth 




BELIEFS ABOUT NICE DAY ON EACH OF THE PRODUCT ATTRIBUTES 
(N=307) Frequency of Score 
(negative side) 1 2 3 4 5 6 7 (positive side) 
a single model 4 20 52 81 66 58 26 many different models 
poor sense of security 5 18 41 89 66 59 29 strong sense of security 
against blood leakage against blood leakage 
poor absorption of 8 21 54 119 51 40 14 strong absorption of 
smell of menstrual smell of menstrual 
blood blood 
large pads 6 15 36 105 69 58 18 small pads 
hard 2 13 31 87 88 64 22 soft 
thick. 6 29 45 107 63 47 10 thin 
weak adhesive strips 12 32 36 98 55 42 32 strong adhesive strips 
strong fragrance 0 6 24 93 57 55 72 no fragrance 
no customer service 35 48 59 104 36 21 4 many customer services 
more expensive than all 8 37 66 142 35 13 6 cheaper than all other 
other brands brands 
negative word-of-mouth 2 22 43 120 64 41 15 positive word-of-mouth 




ATTITUDES TOWARD WHISPER 
Attitude Score Frequency Attitude Score Frequency 
(N=307) (N=307) 
0 - 9 4 100 - 109 22 
10-19 4 110-119 9 
20 - 29 14 120 - 129 5 
30 - 39 29 130 - 139 5 
40 - 49 40 140 - 149 2 
50 - 59 43 150 - 159 2 
60 - 69 37 160 - 169 1 
70 - 79 32 
80 - 89 30 
90 - 99 28 
mean = 68.0 median = 65 s.d. = 29.7 
min = 0 max = 162 
TABLE 7 
ATTITUDES TOWARD NICE DAY 
Attitude Score Frequency Attitude Score Frequency 
(N=307) (N=307) 
0 - 9 5 100 - 109 24 
10 - 19 0 110- 119 20 
20 -29 9 120 • 129 23 
30 - 39 15 130- 139 11 
40-49 21 140 - 149 8 
50 - 59 23 150 - 159 4 
60 - 69 34 160 - 169 4 
70 - 79 40 170 - 179 2 
80 - 89 23 180 or over 1 
90-99 40 
-y- mean = 84.7 median = 82 s.d. = 35.0 
min = 0 max = 204 
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TABLE 8 
ABSOLUTE DIFFERENCE IN ATTITUDES TOWARD 
WHISPER AND NICE DAY 
d freq. cumulative d freq. cumulative d freq. cumulative 
freq. (%) freq. (%) freq. (%) 
0.00 7 2.3 25.00 6 59.6 52.00 4 86.3 
I.00 9 5.2 26.00 4 60.9 53.00 3 87.3 
2.00 5 6.8 27.00 3 61.9 54.00 4 88.6 
3.00 10 10.1 28.00 3 62.9 56.00 2 89.3 
4.00 10 13.4 29.00 1 63.2 58.00 3 90.2 
5.00 9 16.3 30.00 6 65.1 59.00 1 90.6 
6.00 11 19.9 32.00 4 66.4 61.00 2 91.2 
7.00 7 22.1 33.00 5 68.1 67.00 1 91.5 
8.00 3 23.1 34.00 5 69.7 70.00 1 91.9 
9.00 7 25.4 35.00 4 71.0 72.00 2 92.5 
10.00 5 27.0 36.00 1 71.3 76.00 1 92.8 
I I .00 7 29.3 37.00 7 73.6 77.00 3 93.8 
12.00 10 32.6 38.00 3 74.6 78.00 1 94.1 
13.00 6 34.5 39.00 4 75.9 79.00 5 95.8 
14.00 8 37.1 40.00 2 76.5 80.00 2 96.4 
15.00 4 38.4 41.00 4 77.9 81.00 1 96.7 
16.00 8 41.0 42.00 3 78.8 82.00 2 97.4 
17.00 8 43.6 43.00 2 79.5 83.00 1 97.7 
18.00 8 46.3 44.00 2 80.1 85.00 1 98.0 
19.00 12 50.2 45.00 2 80.8 90.00 1 98.4 
20.00 9 53.1 46.00 4 82.1 97.00 1 98.7 
21.00 6 55.0 47.00 3 83.1 107.00 1 99.0 
22.00 5 56.7 48.00 1 83.4 111.00 1 99.3 
23.00 2 57.3 49.00 2 84.0 112.00 1 99.7 
24.00 1 57.7 50.00 3 85.0 142.00 1 100.0 
mean = 27.2 median = 19 s.d. = 24.1 




Onset occurred in Frequency % of Total 
(N=3065 (Base=306) 
Primary six or before 106 34.5 
Form 1 108 35.2 
Form 2 43 14.0 
Form 3 12 3.9 
Form 4 or after 1 0.3 
Don't Remember 36 11.7 
* There is one missing case on this item. 
TABLE 16 
FORMS ATTENDED BY THE RESPONDENTS 
Form Frequency % of Total 
(N=307) 
Form 4 93 30.3 
Form 5 102 33.2 
Form 6 79 25.7 
Form 7 33 107 
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TABLE 17 
SCHOOLS ATTENDED BY THE RESPONDENTS 
Name of School Frequency % of Total 
(N=307) 
Belilios Public School 23 7.5 
Chuen Yuen College 13 4.2 
Clementi Secondary School 1 0.3 
Concordia Lutheran School 6 2.0 
-N . P. 
Holy Trinity College 18 5.9 
Kiangsu-Chekiang College 2 0.7 
Lee Kau Yan Memorial 34 11.1 
School 
Maria College 2 0.7 
Maryknoll Convent School 32 10.4 
Mary mount Secondary 16 5.2 
School 
New Method College 8 2.6 
Ning Po No. 2 School 13 4.2 
Po Kok Girls Middle 19 6.2 
School 
Shatin Government 15 4.9 
Secondary School 
St. Gloria College 13 4.2 
St. Paul Convent School 20 6.5 
Tsuen Wan Government 26 8.5 
Secondary School 
TWGHs Chang Ming 12 3.9 
Thien College 
Wa Ying College 17 5.5 
Ying Wa Girls' School _ 1 7 5^5 
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TABLE 21 
BREAKDOWN ON USAGE OF WHISPER 
No. of pads used during the most recent period i 
Difference in attitudes don't 1-4 5-9 10-14 15-19 20 or ！ Row 
use more ！ Total 
Whisper significantly 5 1 9 5 5 19 ！ 44 
more favorable ? 
No significant difference 89 11 20 44 22 67 I 253 
Nice Day significantly 5 1 1 ！ 7 
more favorable • + 
Column Total 99 13 29 49 27 87 | 304" 
* There are 3 missing cases, 1 in "Whisper significantly more favorable" group, and 2 in "No significant difference" 
group. 
TABLE 22 
BREAKDOWN ON USAGE OF NICE DAY 
No. of pads used during the most recent period ] 
Difference in attitudes don't 1-4 5-9 10-14 15-19 20 or ！ Row 
use more i Total 
Whisper significantly 36 4 1 2 1 j 44 
more favorable ； 
No significant difference 179 4 16 20 12 22 j 253 
Nice Day significantly 1 1 2 3 j 7 
more favorable 一 一 j 
Column Total 216 9 17 22 14 26 ！ 304* 




PAIRED t-TESTS (TWO-TAILED PROBABILITY) 
Availability of different models 
Ideal Brand Whisper 
Whisper .03 -
Nice Day .00 .00 
Sense of security against blood leakage 
Ideal Brand Whisper 
Whisper .00 -
Nice Day .00 .00 
Ability to absorb smell of menstrual blood 
Ideal Brand Whisper 
Whisper .00 --
Nice Day .00 .12 
Package size of the pad 
Ideal Brand Whisper 
Whisper .00 — 
Nice Day .00 .01 
Softness 
Ideal Brand Whisper 
Whisper .00 -
Nice Day .00 .00 
Thickness 
Ideal Brand Whisper 
Whisper .00 -
Nice Day .00 .00 
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Holding ability of adhesive strips 
Ideal Brand Whisper 
Whisper .00 ~ 
Nice Day .00 .00 
Fragrance 
Ideal Brand Whisper 
Whisper .00 -
Nice Day .00 .01 
Customer services 
Ideal Brand Whisper 
Whisper .00 -
Nice Day .00 .00 
Price 
Ideal Brand Whisper 
Whisper .00 -
Nice Day .00 .00 
Word-of-mouth 
Ideal Brand Whisper 
Whisper .00 -
Nice Day .00 .00 
Promotion 
Ideal Brand Whisper 
Whisper .05 — 
Nice Day .00 .00 
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